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与发展瓶颈入手，导出其精准营销的重要性与必要性。针对 QZ 移动 12580 业务
目前缺乏客户电子商务消费历史数据，从而缺少实施电子商务精准营销基础的问
题，本文提出从客户电信消费行为分析推导出客户总体消费行为的研究办法。 






本文研究了 12580 前后向精准营销的策略，提出了运用以上体系，提升 12580
前后向精准营销的 6 个能力， 后以一次 12580 节日整合精准营销为实例，介绍
了本次研究的实际运用与成效。 
通过运用本文提出的精准营销方法与工具，QZ 移动在执行 12580 前后向营
销工作中，营销效率得到明显提升，前后向产品的客户规模提升迅速。本文的研































As the telecommunication industry competition intensifying, traditional voice 
telecom market is changing into Red Ocean. On the basis of 12580 Mobile Secretary, 
China Mobile formally launched 12580 Comprehensive Information Portal, which is a 
comprehensive information service platform based on voice, internet, WAP, 
SMS ,MMS, LBS, and provides customers all kinds of information search and 
electronic commerce service including catering ,entertainment, weather, 
transportation ,tourism, convenience-to-people ,etc, and that is one of the strategic 
businesses of China Mobile’s transformation from Mobile Telecom Specialist to 
Mobile Information Specialist. 
Based on Modern Marketing and Electronic Commerce Theories, the 
management environment and development bottleneck which 12580 is facing is 
analyzed in this paper, and a conclusion is gotten about the significance and necessity 
of precision marketing. To solve the problem of lacking basis for implementing 
electronic commerce precision marketing which results from historic data deficiency 
about customer’s electronic commerce consumption of QZ Mobile, a research method 
is put forward in the paper that the customer’s whole consumption behavior can be 
deduced from customer’s telecommunication consumption behavior. 
According to the dimensions for consumer of 4Cs Theory and the business 
characteristic of 12580, a ‘Standard Customer Model’ is constructed in the paper, 
which generalizes consumer characteristics from 6 aspects and gives every dimension 
quantifiable values, then ‘12580 Customer Behavior Label’ frame system is 
constructed. To applying the system to 12580 precision marketing, we put forward the 
‘15 kinds of consumer groups’ customer segmentation model on the basis of 
‘Behavior Label’ in the paper, analyze the characteristic of 15 kinds of consumer 
groups respectively, then give advice of precision marketing which having real 
meaning for marketing. 
In this paper, we also research the strategy of 12580 forward-backward precision 
marketing; bring up an idea to improve the 6 kinds of abilities of 12580 
forward-backward precision marketing by applying the above-mentioned system. At 
last, by the example of one 12580 holiday integrated precision marketing, this 
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By applying the precision marketing methods and tools mentioned in the paper, 
QZ Mobile’s marketing efficiency is dramatically raised in implementing 12580 
forward-backward marketing, and the forward-backward product’s customer scale is 
expanding quickly. The paper’s research conclusion is also suitable for 12580 
business in other cities, which having a certain reference value for China Mobile’s 
12580 business development. 
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 2
年，单价年均降幅超过 10%，相比 10 年前，综合单价下降了 82%，语音单价下
降，语音收入增长乏力，呈现增量不增收的现象[1]。传统移动通信市场普及率高，




像 BT（British Telecom，英国电信）、FT（France Telecom，法国电信）、美国






础，传媒类与电子商务类的业务是 12580 发展的方向。 
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